Radiosurgery System, Accuray; TomoTherapy, Accuray). Medical centers advertising cancer services were not included unless their advertisements mentioned a cancer clinic, center, or institute.
Advertising expenditure data were obtained across 6 media outlets: television, magazines, radio, newspapers, billboards, and the Internet. Internet advertisements were divided into display (presented along the bottom or side of websites) and search (listed as search query results, in which an advertisement for a cancer-center service, such as breastcancer treatment, for example, appears in response to a query by a patient or other seeker that is entered into an Internet search engine) formats. Cancer-center websites were not included as Internet advertisements. Data on spending for Internet search query results were not available until 2010.
Advertising expenditure data were adjusted to 2014 US dollars using the Consumer Price Index of the US Bureau of Labor Statistics. The highest-spending centers in 2014 were identified by summing data from centers with unique names, even if such centers had numerous locations. These centers were categorized using publicly available data consisting of the (1) National Cancer Institute (NCI) designation status; (2) Commission on Cancer accreditation status; (3) taxexemption status; (4) metropolitan location(s); and (5) number of locations. We also compared patterns of spending among NCI-designated centers.
Results | From 2005 to 2014, 890 cancer centers in the United States advertised to the public. Their total advertising spending in 2014 was $173 million. In general, inflation-adjusted spending increased for all of the types of advertising we considered ( Figure) . The greatest relative growth in spending was for Internet display advertisements, which increased from less than 1% of total advertising spending ($302 030 of $54 229 849) in 2005 to 5% ($8 633 000 of $173 510 900) in 2014.
In 2014, 20 cancer centers accounted for 86% of the total advertising spending by cancer centers in the United States (Table) . Cancer Treatment Centers of America, a for-profit company with a national network of 5 hospitals, had the largest advertising expenditures, accounting for 59% of total advertising spending by cancer centers. Cancer Treatment Centers of America spent $101.7 million, consisting of $58.7 million for national advertising, $24.2 million for local advertising, and $18.7 million for Internet advertising. Only 2 other cancer centers spent more than $9 million: MD Anderson Cancer Center spent $13.9 million and Memorial Sloan Kettering Cancer Center spent $9.1 million. Among the 20 cancer centers that accounted for 86% of total advertising spending, 5 (25%) were for-profit, 17 (85%) were Commission on Cancer-accredited, and 9 (45%) were NCI-designated. Seven cities had more than 1 of the centers: Chicago, Houston, New York City, Philadelphia, Phoenix, Seattle, and Tampa. 
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Discussion | Between 2005 and 2014, cancer centers in the United States substantially increased their advertising spending directed at consumers. Our findings probably underestimate these centers' total spending for advertising to consumers because available data did not include advertising in cancer-specific 
